Please provide a definition, in your own words, of Ethnographic Marketing Research. Then, 
please describe how Ethnographic Marketing Research can help a library in the 
following areas: 

e = Identifying market segments and deciding which segments will form your target market. 

e Developing new programs and services. 

e = Tailoring existing programs and services. 

e Developing and executing marketing tactics, including advertising. 
Your response should be approximately 375 to 400 words, which would be about a page-and-a-half 
long document, if you were using Word with 1" margins and double-spacing, for example. You are 
encouraged to incorporate points from our readings, pre-work assignments, and Live Session lectures 
and breakouts. 


When creating programs and services for patrons at a library it is imperative that we 
conduct research in order to properly address the needs of our community members. 
Ethnographic Marketing research is an effective tool that we as librarians can leverage in order 
to get to know our patrons better and to enhance our patrons’ experience. Ethnographic 
Marketing Research helps to understand people and consumers in particular by studying their 
likes and dislikes, habits, preferences, attitudes, and cultural trends (Ethnographic Marketing 
Research Video 2). These are just a few of the characteristics that we can gather through this 
type of research. 

In the library setting, ethnographic research can be used as an instrument to identify 
market segments and decide which segments will form our target market. For example, if a 
library is trying to create new programs for its community, ethnographic research would be a 
great way to begin looking at what are the particular needs of that community. Anderson 
explains that “it enlightens us about the context in which customers would use a new product and 
the meaning that product might hold in their lives” (Anderson, 2009). For instance, while 
conducting research for the population near the East Los Angeles Public library, using U.S. 
Census data, I found that there is a high number of high school graduates but a very low number 
of college and graduate school graduates. We found that the median income was also low in this 


region. Gallo says that “successful companies focus on customer needs, not on their own 


products or services” (Gallo, 2016). In this example, I had to figure out how this data can be used 
to create a service that would support our patrons just as Gallo suggests. 

Ethnographic research can help to develop new programs and services. In this case, the 
research helped us conclude that the community of East Los Angeles would benefit greatly and 
improve upward mobility if we create programs geared towards high school juniors and seniors 
in high school. These programs would help streamline the process for college applications and 
provide workshops to help those students learn about requirements, scholarships, and financial 
aid. Gupta rationalizes that “firms do not create segments, they only uncover them” (Gupta, 
2019), and that is exactly what we did. This data was useful in determining and uncovering our 
market segments. Without first looking at our community’s needs, we cannot provide effective 
services to our patrons. 

Ethnographic research can tailor existing programs and services by continuously 
measuring our programs’ effectiveness. For example, we can use surveys to find out if patrons 
are aware of a particular service that we offer and if they find that service useful. This 
information will assist us in enriching the customer experience, by providing better services and 
improve our collection. We use this research to weed out our collections and update them with 
materials that fit our demographics. For example, if we find through ethnographic research that a 
library is in an area where the language is Chinese, then we can ensure that our library carries 
more Mandarin texts. 

Ethnographic research can help a library in developing and executing market tactics 
including advertising by allowing us to find specific market segments. This will allow us to use 
the appropriate tools to market to our patrons. For example, if there is a large population of 


children in a community and a librarian is creating a Storytime program, then we can use the 


information to find a way to market to the parents of the children. If we know that most children 
of those ages attend daycare, we may want to reach out to the daycare centers in the area to see if 
they would be willing to place flyers in their hallways. We would not however release a press 
release as that would not be effective marketing took for a Storytime program as discussed in the 


Library Marketing Show video. 


2. Please define Inbound Marketing in your own words. Then, please describe some 
inbound marketing tactics that a library could benefit from using (and why). 


Please limit your response to 200 words (approximately). 

A library could benefit from using several inbound marketing tactics such as 
infographics, downloadable gifts, and Video/Image content (Week 3 Lecture notes), which can 
all be used on various social media platforms. Libraries have been going digital and they are 
constantly evolving to stay on track with the digital age. 

Infographics are a great way to deliver important messaging across many media channels 


in an easy and fun way. For example, a library may want to discuss misinformation and 


disinformation. An infographic will be an effective way to deliver key points on the matter. 
These could be shared via Pinterest and Facebook. 

Downloadable gifts are another way to keep users engaged and enticed. Every month the 
library can offer free, downloadable bookmarks with different themes that patrons can color in 
themselves. It can be part of a “Self-Care” campaign, as adult coloring has become a “thing” to 
overcome anxiety and where both adults and children can participate. This too can be shared as a 
link through social media such as Instagram and a swipe-up feature for folks to download easily 
through Instagram stories. Followers can share images of their colored bookmarks and tag the 
library which will allow the library to share their work. Bookmarks can be archived and kept via 
"Story Highlights" on the Instagram page so folks can go back and download previous designs. 

Video/Image content is the most engaging of all inbound tactics as it gives the library an 
opportunity to show who they are and be their authentic selves. In “The Power of Consumer 
Stories in Digital Marketing,” Gosline, Lee, and Urban explain that consumers are responsive to 
storytelling. They posit that “consumer-based storytelling influences people to consider 
purchasing products” (Gosline, Lee, and Urban, 2017). A library can leverage this technique in 
videos and images which can be shared throughout social media platforms like Instagram Stories 


or Tik Tok, which can generate more library traffic. 


3. Please list and briefly describe two marketing research methods that you can use to 
gather data on existing library patrons as well as prospective library patrons. Then, 
please compare and contrast the strengths and weaknesses of the two methods. 
Please limit your response to 200 words (approximately). 


Two marketing research methods that can be used to gather data on existing library 
patrons, as well as prospective patrons, are Nominal and Interval data. Nominal data is made up 


of categories that cannot be ranked in order. Each category is different and ensures that each 


category is mutually exclusive and is represented descriptively. This method is effective in 
finding out more about our patrons such as marital status, age groups, or other demographic 
information that can be used to design services. Interval data on the other hand is measured on a 
continuous scale with no true zero point. This measure of data will prove useful in measuring the 
overall satisfaction of existing programs and services and in rating or evaluating books and other 
materials in the library through Likert scale surveys. 

Grouping variables for other studies and cross-tabulation are some of the strengths 
associated with Nominal data. Interval data is a higher level of measurement which makes it its 
biggest strength. The Market Research video 3 from week 3 explains that it measures on a 
continuous scale and can be used to determine the quality, the importance of a product or service, 
as well as semantic differentials in a Likert scale. 

Nominal data is the weakest type of data because the system of measurement needs to be 
exhaustive. They are also not hierarchical, so someone is not able to list them from worst to best 
or from lower to higher. Interval data cannot measure a comparative distance and there is no 
absolute Zero point so for example a person cannot have zero intelligence. Using both of these 
methods together may help libraries better assess and understand existing and future patrons and 


meet their needs. 


